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Abstract 
In the context of rapid development of retail, using the new communication and information technologies is an effective way of 
ensuring competitiveness in this sector. Considering the fact that e-commerce is the most dynamic sales channel, an analysis of its 
evolution in Romania is particularly useful in terms of adapting to the global development trends. For this purpose were processed 
and analysed information obtained as a result of direct quantitative research (survey). The main conclusion of the research is that 
new commercial technologies will spread fast at a global level and this trend has already been seen in our country. 
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1. Introduction 
Multi-channel retail is a strategy that offers consumers the opportunity to choose the way in which purchase the 
products they need. Multiple channels including stores, internet, telephone orders, catalog based order, interactive 
television, etc., each channel having a clear and distinct role in supporting and strengthening the brand equity. 
Developing a multichannel marketing strategy involves understanding how the consumer, technology and 
competition evolve. Buying behaviour has changed radically, due to the power and the facilities offered by Internet 
access. 
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With the beginning  of Internet a new type of business has fast developed at international level: e-commerce. 
Therefore, the Internet also become increasingly important in our daily life (Pelau and Bena, 2010), the amount of 
public information available and collected by the concerned entities expanding exponentially to the growing of social 
networks. Thus emerged a multitude of websites and companies that are principally engaged in wholesale of products 
via the Internet, organizing online auctions, providing paid access to information, use a form of e-commerce, a field 
that is fastly developing. Thus, according to (Lefter, Roman, Sendroiu, Roman, 2007) e-commerce may lead to a cost 
reduction  for a seller, through a series of specific mechanisms,  thereby increasing the competitiveness of a firm. 
Due to the practical application of scientific progress, especially in high technology, electronic sales importance 
have increased in the overall process of selling goods. Looking ahead we can see that in many areas, consumers face 
increasingly more complex environment (Dinu, 2014), and this trend will likely continue in the future as a result of 
technological developments (20 years ago, the Internet was a new concept, while today is a tool commonly used by 
consumers); the development of electronic commerce (which is expanding its range of products available and weakens 
the influence of advertising and of classic trade on consumer markets); the intensification of globalization (production, 
distribution and marketing of goods and services have a global dimension); sustainable and responsible consumption 
(which requires responsible choices of consumers).  
According to Lai and Turban (2008), consumers must have confidence in the technology they use and the people 
who designed it. Confidence at micro-level can be controlled by privacy settings. The macro level of confidence could 
be seen as an institutional trust (McKnight and Chervany, 2002).  
On the other hand, with the accession to the European Union has emerged as a necessity an efficient growth of the 
service sector, particularly those services for population, with significant effects on sustainable development strategy 
of Romania. Thus, we conclude that Romania is in a process of economic and social convergence with the European 
Union system. Among the many gaps to be recovered, one of the most important is the information and knowledge 
(insse.ro). Thus, in recent years (Bucur CM 2002), an online purchase has become very popular, but requires certain 
conditions. To make an online transaction, e-commerce customers need access to a computer connected to the Internet, 
have a bank account and a debit card.  
They can be identified eight significant types of electronic commerce (Anghelu, 2011): electronic shop, electronic 
supply, electronic store, a third market, virtual communities, service provider for e-commerce channels, collaborative 
platforms, information brokerage and other services. 
The development of wireless telecommunication technologies has led to the emergence of new types of electronic 
business: mobile electronic business. Telecommunication policy of supporting high-speed networks and Internet 
access of institutions, companies, communities is a high priority for the future. Stable and efficient operation of 
networks is of fundamental importance for future electronic commerce (insse.ro). 
In the actual digital economy, organizations must consider the impact and role of the Internet, when planning 
business strategy. Some businesses adopt a strategy and an organizational structure oriented around the Internet (purely 
online businesses), while others are trying to adapt and to be present on the Web (Lefter, Roman, Sendroiu, Roman, 
2007). Therefore, World Wide Web service is primarily responsible of widespread acceptance of the Internet and 
Internet-type systems development. (Marsanu .2012). 
Gay (2007) believes that the most important tools and web technologies that are available to companies active in 
the online environment are: search engines, websites, portals, web rings, forums, blogs, postcards and new Web 3.0 
technologies that come to complete advantages of the aforementioned environments. 
While the Internet development is entering in networking era, e-commerce and online transactions have an 
increasingly important role in the development and marketing strategies of companies.  
2. A review of the current state of knowledge 
Electronic commerce is one of the most important parts of the Internet with a medium-term upward trend. In the 
last decade according to Xiangxuan Xu (2012) we have witnessed a fast growth of specialized literature developed 
around the concept of the Internet. This was made by scientists from various fields such as computer science, 
telecommunications and engineering, but very few studies have been conducted by sociologists and even less by 
economic geographers. 
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Regarding the definition of e-commerce, there is no universally accepted definition. The development of electronic 
commerce allowed improvement in the online marketing activity (Anghel, 2002). According to other sources, 
electronic commerce is “distribution, marketing, sale or delivery of goods and services by electronic means. E-
commerce systems based on Web architecture offers reliability, scalability, and high flexibility” (Bucur, 2002). 
From the scientific point of view, e-commerce is defined as "a modern technology business, which addresses the 
needs of organizations, traders and consumers to reduce transaction costs while improving quality of goods and 
services and increasing the speed of delivery. The term can also be used when using computer networks to search and 
retrieve information for supporting human and institutional decision (CRCE, 2000). 
Another perspective of e-commerce refers to specific business activities (transactions) in an integrated automated 
system for the exchange of information using electronic means (computer networks). In this case, e-commerce can be 
defined as a form of business transaction in which the parties interact electronically instead of exchanging physical or 
direct physical contact. With regard to strategy formulation and design of e-commerce is necessary to choose a strategy 
to promote products and e-commerce system, the means and methods to be used to pay for products / services: cash 
payment with electronic checks through credit cards, etc. (Balaure, 2002). 
Pelau and Bena (2010) emphasizes the idea that, e-commerce and online shopping in recent years have acquired 
great importance for business. In many areas of a company's online presence is essential to its existence and success. 
3.  Research methodology      
Statistical studies in e-commerce activity in Romania are based in the first part on secondary data research, i.e. the 
data from the Romanian Statistical Yearbook published by the National Institute of Statistics and other publications 
of public institutions. The main research methods used in this case are research of macro-economic variables such as 
e-commerce activity (real GDP, real investment, made in the communication and information technology - ICT, 
turnover from the editing of software and information technology service activities, etc.). 
The analysis and modelling (multiple regression and correlation method, statistical analysis of descriptive 
indicators, testing the validity of regression models) are achieved with the help of management programs and database 
analysis. 
The choice of these methods was motivated by the following objectives: the accurate quantification of the effects 
produced by all the factors, selection of the main factors, measurement of the intensity and direction of links existing 
between indicators characterizing the Romanian e-commerce activity.  
The second part of the study presents a research of consumer preferences regarding the use and expansion of 
electronic commerce in urban areas and the Romanian e-commerce user profile, based on primary data.  
4. Characterization of electronic commerce in Romania based on secondary data - volume, evolution, 
correlation     
The Internet, a modern instrument, particularly valuable in the field of information and communication presents a 
very high interest for all categories of the population. In Romania, in the last five years, electronic commerce as 
application of Internet has expanded and continues to grow rapidly over the medium term. The companies decided to 
make the necessary investments to penetrate this market, which proved to be a market with great national and 
international potential (insse.ro). 
In 2008 more than a quarter (27.3%) of households in Romania had access to the Internet network at home, most 
of them (88.1%) concentrating in urban areas. The increase of the share of households equipped with computers in 
2010 compared to 2009 was observed in urban (from 56.2% to 59.2%) and rural areas (from 23.0% to 23.7%. In 2012 
more than half of all households in Romania (52.0%) had a computer at home, a rate that is higher than in 2011 
(46.8%). Increasing the share of households equipped with PC in 2012 compared to 2011 was observed regardless of 
residence (61.7% in 2011 to 66.4% in 2012) in urban and rural areas (from 26.6% in 2011 to 31.7% in 2012). 
Since 2013 were sparked off concerns that focus on knowledge and knowledge-based economy. These became 
visible especially in Research Development Strategy for 2007-2014, outlined in the coordinates of the Lisbon Strategy 
of the European Union. The increase of the share of households equipped with computers in 2013 compared to 2012 
was felt in urban (from 66.4% to 69.8%) and rural areas (from 31.7% to 37.5% ) (Figure 1). Among households that 
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had a computer at home, about 71% are in urban areas. In 2012-2013 computer networks have expanded and developed 
mainly in a variety of areas such as: banking, government, health care, tourism, transport, etc. (insse.ro). 
 
  
Fig. 1. Household structure depending on PC endowment 
 
In the top of the products ordered / purchased via the Internet in the last 12 months of 2013 in urban areas according 
to Fig. 2 were clothing and sporting goods (54.6% of all persons who use electronic commerce) percentage similar to 
that of services incurred in 2012 by spending holidays and trips (accommodation, transport, car rentals, etc.) decreased 
by 3.9 percentage points compared with 2012 (32.4%). A significant increase was recorded in household goods, up 
from the previous year by 10.4 percentage points respectively from 9.6% in 2012 to 20% in 2013. 
 
 
Fig. 2.  Rate persons who ordered/bought goods by Internet depending on product category 
 
We can say that in 2010-2013 Internet commerce has been underutilized, about a tenth of consumers turning to this 
facility. Enhancing data requests and shift to mobile technologies (smart phones) and mobile services (Internet 4G, 
music streaming and webmail, etc.) are currently the most important trends that are manifested in ICT. 
Describing the level of development of electronic commerce in Romania highlights the trend of information society 
development in the overall context of evolution to strengthen the economic and social structure, according to European 
standards. 
Graph of turnover evolution (Fig. 3) in the sector of software editing and information technology services  suggests 
a growth in  2009-2014, from a minimum of 1.991 billion euro in 2009 up to a maximum of 3.001 billion euro in 2014 
(50.72% increase in 2014 compared to 2009). 
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Regarding investments in information and communications technology sector they have the same upward trend in 
the period 2009-2014 (Fig. 3). The average level of investments in this sector was 1,307,830,000 euros / year in 2009-
2014. In dynamic compared to 2009 is an increase in investment in this area of 2.01 times with a growth rate of 
101.36% in 2014. 
In conclusion significant increase in investment was more than doubled in 2014 compared to 2009 due to the 
diversification and modernization of hardware and software products offer. Therefore, at the level of macroeconomic 
policies, investments should not be neglected, but the ways of financing must not conflict with social needs. Also, 
GDP growth in information and communication technology sector has a general upward trend in the period 2009-
2014, except 2010. A significant decrease of euro 374 million recorded in 2010 due to the financial crisis whose effects 
were felt in all fields, including IT market. In the period 2011-2014 there is a rebound in real GDP in this sector due 
to relaxing in international financial markets. 
 
 
Fig.3: Evolution of the main indicators which describe ICT sector 
 
The correlation analysis between the indicators which describe e-commerce in Romania 
In this case the regression analysis covers the following stages: developing the regression model and estimating the 
model parameters, checking the accuracy of results.  The following results of multiple regression function using linear 
regression model of multi-factorial were obtained: 
 
  Yx1,x2 = 2016.007 +  1.16x1 -0.22 x2                                                                               (1) 
 
The link between the variables of this model is measured by the multiple correlation report of ( 2,1/ xxyR  
=0.98). We appreciate that the multiple relationship is in a linear form and very intense. The positive sign of the 
correlation indicates that our relationship is also direct (Table 1). 
Checking the accuracy of the multiple regression models and of the multiple correlation ratios, based on Fisher 
correlation coefficient, leads to the following conclusion: because F is less than 0.05 the multiple regression models 
is valid, with a significance threshold of 0.05. The stochastic relation between variables is a high one. The coefficient 
of determination shows that 96% of the variation of turnover is explained by the influence of financial economic 
variables real G.D.P, real investment from e-commerce activity  just  pointing and R adjusted, but given the number 
of degrees of freedom. The difference of 4% representing the influence of other factors. 
The regression coefficient (b1) is 1.16 which means that a growth in terms of real investment in IT of just one 
million euros will lead to an average increase in the annual turnover by about 1.16 million euros.Since t =6.38 and p-
value = 0.007 < 0.05 the coefficient b1 is valid for a significance level of 0.05. The regression coefficient (b2) is 0.21 
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which means that a growth in terms of real GDP in the IT sector of just one million euros will lead to an average 
decrease in the annual turnover by about 0.21 million euros. Since t = - 0.82 and p-value=0.4 > 0.05 the coefficient is 
not valid for a significance level of 0.05. 
 
Table 1: Multiple correlation between turnover in IT sector as resultant variable and real GDP, real investment in IT sector as factorial variables 
Dependent Variable: TURNOVER  
Method: Least Squares   
Sample: 2009 -2014   
TURNOVER=C(1)+C(2)* INVESTMENTS+C(3)* REAL_GDP 
 Coefficient Std. Error t-Statistic Prob.   
C(1) 2016.007 1084.199 1.859445 0.1599 
C(2) 1.160009 0.181732 6.383070 0.0078 
C(3) -0.225877 0.273116 -0.827038 0.4689 
R-squared 0.967094    Mean dependent var 2489.667 
Adjusted R-squared 0.945156    S.D. dependent var 371.6362 
F-statistic 44.08416    Durbin-Watson stat 2.523623 
Prob(F-statistic) 0.005969    Std. Error                                                         87,03 
From the correlogram, we can appreciate that the points in the graph - Fig.4 (a) are uniformly distributed, without 
differences between them, so we can conclude that the relationship between real GDP and real investments - as 
factorial variables and turnover - as a result variable is linear direct and significant. 
 
 
 
               Fig. 4 (a) Actual, Fitted, Residual Graph                                             Fig. 4 (b). Histogram Normally Test 
 
The Durbin-Watson test, used in the errors autocorrelation analysis, in the multiply model (table no.1) has registered 
a computed value DW=2, 52, value which was compared with the critical statistic values for =0.05, p=3 and n=6; 
d1=0.95 and d2=1.54 don’t necessarily imply that the errors are positively auto correlated. Verifying the normality of 
errors using Jarque-Bera test one observes that JBcalc=0.72 <	2tabel=7.81 which means that the errors are normally 
distributed (figure no. 4.b). Because errors occur evenly scattered around the environment of the regression line (figure 
no. 4.a), the data shows heteroskedasticity, so the variance is constant. 
5. Characterization of electronic commerce in Romania based on primary data. Consumer opinion regarding 
the use of electronic commerce in urban 
Information gathered through a survey normally provide a better assessment the characteristics, attitudes and 
opinions of population from which the sample was taken if it meets the conditions of representativeness. To minimize 
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the survey errors, the research must be characterized by realism, high degree of certainty and objectivity, attributes 
which are essential components of the research process.  
5.1. Research objectives     
The main objective of this study was to research the attitude of the population (consumers) on the use of electronic 
commerce in urban areas and make the  profile of Romanian e-commerce consumer. However, although the Business-
to Business has the largest share in terms of online transactions made in Romania, we focused attention on Business-
to-Consumer segment. The main objectives were the following aspects: determining the efficiency of e-commerce; 
identify periodicity use of electronic commerce; determining the motivations of using e-commerce; identify 
advantages and disadvantages of e-commerce; finding the place where it is used electronic commerce. 
5.2. Research hypotheses 
The main hypotheses have considered the following issues: Most respondents appreciate the efficiency of e-
commerce; Most of those interviewed using monthly and bimonthly e-commerce; The majority of those surveyed use 
e-commerce market services; Most turn to e-commerce services through electronic payment systems; Much of the 
respondents appreciate the advantages of electronic commerce because the speed and ease of use 
Research variables: refers to all the variables listed on the registration form as questions for which data are obtained. 
Briefly, the variables used in the case study were: factual, demographic and regarding the opinion. 
5.3. Sample definition 
The target population of the survey was composed of people who are over 15 years since we started from the 
premise that, in general, young people are more receptive to new and more familiar with the Internet and other 
computer programs. The target population was made up of people with any level of education and income level, but 
occasionally have used or are using the Internet. In practice sample sizing restrictions should be considered statistical 
and organizational. The first category of restrictions are: the probability that the results are guaranteed; size of the 
confidence interval in which the results are expected to fall. Sample size calculation was done according to the 
relationship: 
  2
2 )1(**

 pptn  
From the calculation have resulted:   
personsn 385
0025,0
25,0*84,3
)05,0(
)5,01(*5,0*)96,1(
2
2
  
The category of organizational constraints, involved in determining the sample size, were considered the following: 
the funds allocated to research; the number and training of persons who participated in the survey; during completion 
of a questionnaire; the survey duration. 
5.4. Data collection 
Data collection was conducted through interviews with responses recorded by the interviewer using a questionnaire 
with predetermined questions, identical for all interviewees. Direct interview was chosen because it was intended to 
obtain spontaneous responses.in the same time, questionnaire was developed based on the "funnel" technique, starting 
with eliminatory questions from, continuing with specific ones and ending with those that help creation of  Romanian 
e-commerce consumer profile; issues that can not be addressed through secondary sources of data. Data were collected 
in the period 1.10.2013-15.05.2014. 
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6. Results and discussion 
After grouping the survey data the responses were analyzed horizontally and vertically. 
6.1. Horizontal Analysis  
     One of the beginning questions referred at the information source regarding e-commerce for consumers. 
Following the responses of respondents stated the following structure of answers: 46% mass-media, 26% - friends, 
13% -school / college, 8% - family and 6 % - presentations / trainings. Romanians are very well informed, but their 
modest income diminishes access to this modern form of marketing and sales. Also, over 60% of respondents said 
they used monthly and bimonthly electronic commerce. 20% and 15% of respondents said they use daily and weekly 
e-commerce. A small percentage (1%) said they use electronic commerce and occasionally and less than a month 
(Fig.5.)  
     E-commerce has a noticeable development in following areas: transport and telecommunications - 28%, 
followed by culture - 20%, banking system -15% and sport - 10%. Education and tourism have almost the same 
percent: 8-9%. Health ranks last position - 7% due to the nature of this field, the inefficiency of the computer system 
still in this area, the changes occurred lately in the medical system which is still in the process of restructuring and 
modernization (Fig. 6). 
     Regarding the products and services aquisitions, the first four places are allocated, according to the answers of 
respondents, as follows: 
 services - "Art activities and performances" (31%), "Hotels and restaurants" (19%) "Sport and other recreational 
activities" (17%); "Travel agencies and tourist assistance" (15%). 
 products : IT (26%), books (20%), CD / cassette (18%) and cosmetics (16%).  
     Thus, we conclude that in general the use of electronic commerce focuses on recreational and cultural services, 
those concerning leisure as this form of selling offers a wide range of information in these areas, which are attractive 
for the consumers, regardless of gender, age, status employment, income, etc. 
 
              
                            Fig. 5. Frequency of use                                                                   Fig. 6. Field of use 
 
 
 
 
     If further analyse the main reasons that lead consumers to use e-commerce more often is observed that the top 
three reasons that could cause the sample respondents use electronic commerce are "Appropriate payment system 
(credit card ) "- 29%; "Time" 28%; "Security of certain electronic program" - 19%.  
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     Also, the question "What are the benefits of electronic commerce?" Was revealed that the main advantage in the 
opinion of respondents is "Speed" (33%). On the second and third places, ranged "Convenience" and “Lack of 
intermediaries "(23% -25%). On the fourth place was "Accessibility" (15%). The category "Other" (3%) includes 
following advantages: adequate product presentation and possibility to buy without change the place.” Lower costs "is 
on the last place according to the opinions of respondents about the advantages of electronic commerce in urban areas. 
Another way to expand and diversify this type of business is building more efficient sites with more attractive 
information and a greater level of performance. 
6.2. Vertical analysis answers 
     This analysis was intended to achieve statistical correlations between variables in order to draw some essential 
characteristics such as sample homogeneity, representativeness variation, correlation, intensity etc.  
     Correlation income - frequency of use of e-commerce 
     The respondents who use weekly this form of trading week had an average monthly income of about 1750 lei 
net with a modal value of 1700 lei, and the coefficient of variation of 14.02% The  average income of respondents 
who use daily this form of transaction is about 2300 lei, with a modal value of 2200 lei and a coefficient of variation 
of 14.41%. People using bi-monthly electronic commerce have an average monthly income of 1400 lei and a 
coefficient of homogeneity of 20.87%. Electronic commerce is used by people with a average net monthly income of 
1,100 lei with a modal value of 900 lei and a coefficient of variation of 31%. Average income of individuals using 
electronic commerce less than a month and occasionally is insignificant because most respondents from this group 
have incomes up to 500 lei and are retired and unemployed, so people with a very low level of income. Determination 
of determination and undetermination to measure the influence of income on the variation of frequency of use of 
electronic commerce is as follows: K2 = 32.76%  R2> K2, therefore influences income frequency electronic 
commerce practice by forming the urban population sample. 
     Measurement of the intensity of linear correlation : income – use of e-commerce 
Measurement of the intensity of relation between the two variables based on correlation coefficient leads to the  
following result:  . This value shows that between income and frequency of use is a direct relation  of medium 
intensity. Among others factors (efficiency of e-commerce, information security, age, occupation, education etc.), 
frequency is determined 53% by income, 47% representing the influence of other factors previously mentioned. The 
significance of correlation coefficient was tested with Student test according to relation: 
66.11
1
2
2


r
nrt calc  
  
Because ,  98.166.11  tabcalc tt   
the coefficient of correlation is significant, so the relation between income and use of e-commerce is representative 
for characterization of the e-commerce consumers from urban areas. 
The main conclusion of this research is that the development of e-commerce in Romania (Business-to-Consumer 
sector) will be closely linked to acceptance or refusal of credit payments by the Romanian banks or under non-show 
conditions, involving that transactions take place without physical presence of the payment instrument. The research 
revealed also that most consumers are middle-income men, with high-education, who have not a managerial position. 
They are people who search for convenience, has a high degree of leisure activities, therefore prefer this method of 
buying and selling, in comparison of classical commercial services. The most of the respondents use e-commerce to 
purchase IT products, books, tapes, tickets for shows or sport events, tickets and reservation for accommodation etc. 
     Another conclusion of this extensive research revealed the impact of e-commerce for consumers and companies: 
will transform the market; will reduce the distance between seller and buyer, allowing knowledge of the individual 
consumer profile and manage marketing activities on new bases; will lead to globalization, etc. 
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7. Conclusions 
As a paradox, although the ICT sector was one of the most dynamic in Romania, still remainsa significant gap 
between our country and the European countries. In addition it should be noted that discrepancies in Romania are also 
significant between urban and rural areas, between economic branches and activities, between companies, depending 
on their size. It should also be noted that the purchasing power of those in rural areas is low for the following main 
reasons: high food self-consumption, lack of access to modern tools of marketing of goods (Internet) and sharp 
mentality barriers that persist in rural areas. 
As most of the population has not  a personal computer, the easiest way to ensure access to Internet is to focus on 
communities and institutions, through schools, public libraries, internet cafes, etc . To encourage companies to present 
their business on the Internet and attract potential consumers, it has to be provided provide the access to information 
needed for building and developing a web site, tips for a successful online business. Solid knowledge of using 
computers and the Internet offers more chances regarding access to better and better paid jobs, and access to 
communication with people at home and abroad quickly, easily and with lower costs .     
Given that computers began to be widely used by both households and economic agents, there is therefore an 
increasing demand for hardware and software. In conclusion this field has experienced explosive rise in recent years, 
reaching an impressive level of profit, and research conducted suggests a continuing upward trend. However, the 
infrastructure that has been created as a result of  emergence and development of the Internet and electronic commerce 
has led to creation of virtual markets of goods, products and services, to an improved payment system by reducing 
costs, to development of after-sales services and direct marketing. 
The research results indicate, that in recent years, have appeared and developed  structural changes of commercial 
technology in Romania, that has to be analyzed in terms of sales increase based on new principles, using ICT as an 
integral part of globalization. 
In conclusion, this developing retail technology is highly attractive both for consumers and competitors, which  will 
lead to an increased level of competition. 
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